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Abstract

The purpose of this study is to find the
relationships between internal marketing and
organization performance in terms of
guantitative and qualitative points of view.
There are two stages in this research. In the
first stage, deep interview method was
applied to collect the 2 higher performance
and 2 lower performance managers of
Securities firms. The purpose in this stage
is to investigate of the interna marketing
components and to develop the test of
internal marketing. At the second stage,
guestionnaires of the internal marketing are
delivered to survey 827 managers from
Securities firms and insurance companies in
Tawan. We are hypothesis that there was
correlation between internal marketing and
organization performance.  Our findings
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will contribute to theoretical research and
apply to organization for  better
understanding internal marketing.
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